Abstract-The authors propose a conceptual model that links online vendors' attributes, online relationship quality, and customer citizenship behavior. They estimate this model on data from 288 consumers across 15 sites, using structural equation analysis. The results show that order fulfillment is the most influential determinants of online relationship quality for online vendors.
I. INTRODUCTION
In the contemporary retailing environment, information technology-based retail format-online vendors have become popular.
Like organizational employees, customers may engage in a variety of citizenship behavior directed toward a specific organization. And service organizations should really view customers, at least in some senses, as organizational members or employees (Kelley, Donnelly, & Skinner, 1990) . Therefore, it is critical for online sellers to satisfy consumers with the goals of making repeated profits and encouraging them to perform customer citizenship behavior.
The purpose of this study is to propose and test an integrative theoretical model that identify the relative importance of each online store attribute on market response outcomes (i.e., trust, satisfaction, and loyalty)
A. Website Navigation of Online Vendor
Website navigation refers to the appearance, layout, and possible sequence of clicks, images, and paths on a Web site (Yakov, Shankar, Sultan & Glen, 2005).
The user's first impression upon visiting a homepage creates bias about a company or an organization that affects the consumers' mental image and affects all aspects of the business.
In fact, the site's success can be estimated by the level of web navigation, usability, and the variety of media found on an e-commerce site (Palmer 2002 ). This means visual elements do stimulate consumers' online shopping.
B. Order Fulfillment
Order fulfillment refers to the delivery of a product or service relative to orders placed by consumers, and it is an essential aspect of Web sites with transactional ability (Yakov et al., 2005) . In online retailing, the fulfillment process can be understood to consist of three stages: order acceptance, order selection, and order delivery (Stock & Boyer. 2009 ).
Increasingly, it is believed that effective order fulfillment of promised delivery serves as a means of satisfaction and customer delight (Rao Goldsby, Griffis & Iyengar, 2011) .
Order fulfillment provides online shoppers with the value of time and space and allows shoppers to accomplish their purchasing tasks in a deliberate and efficient manner, therefore, it increases the utilitarian value of online shopping. Moreover, order fulfillment also provides online customers with the benefits of perceived freedom and fantasy fulfillment, which may indicate a hedonically valuable shopping experience.
C. Security
Security on a Web site refers to the safety of the computer and credit card or financial information (Yakov et al. 2005) .Because online consumers interact with the web interface rather than sales personnel, security is the main concern regarding the factor of assurance. Security concerns the risk of third parties obtaining critical information about the consumer (e.g., access to credit card or bank account details), whereas privacy concerns about the potential misuse of personal information by marketers.
D. Online Relationship Quality
Relationship quality is focused more on long-term customer relationships rather than on short-term transactions. Previous researchers have shown that a high quality relationship can earn life-long customer commitment and is valuable or a business.
Crosby et al. (1990) suggested that relationship quality comprises two parts, trust and satisfaction, which are each considered an "emotional state that occurs in response to an evaluation of these interaction experiences" (Westbrook, 1981) Relationship quality can be defined as a construct composed of several distinct but related facets such as trust, commitment, identification, intimacy, and reciprocity, which reflect overall assessment of strength and depth of relationships between organizations and consumers (De Customer citizenship behavior is defined as "voluntary and discretionary behavior of individual customers that is not directly or explicitly expected or rewarded but that in the aggregate, leads to higher quality service and promotes the effective functioning of service organizations" (Groth, 2005) . Consumers routinely act as employees of firms by voluntarily performing tasks that firm employees would otherwise undertake. Such voluntary behaviors are termed customer citizenship behaviors by Groth (2005) and are 'helpful, discretionary behaviors of customers that support the ability of the firm to deliver service quality' (Bettencourt, 1997) .
Like organizational employees, customers may engage in a variety of citizenship behavior directed toward a specific organization. Bowen (1986) argues that "a central difference between service and manufacturing firms is that customers are often physically present when the service is provided, quite unlike manufacturing firms where customers are only rarely present during production." Therefore, both customers and employees constitute the human resource of the service organization. Customers often perform the work that employees might otherwise perform, so that customers may even replace employees in 
IV. MODEL AND HYPOTHESES TESTING
The main part of data analysis focused on hypothesis testing. A structural equation modeling (SEM) procedure was employed to test these hypotheses. Essentially, SEM may be viewed as a combination of exploratory factor analysis and multiple regression analyses (Ullman, 2001 ). In contrast to exploratory factor analysis, SEM demands that the (presumably causal) structure of intervariable relations, grounded in theory and/or empirical findings, be specified a priori.
The analyses were conducted using AMOS 21, and followed guidelines suggested by Byrne (2001) and Ullman (2001) . AMOS was chosen over other model fitting programs such as LISREL and EQS, for its unique strength in preventing errors in model specification (Kline, 2005) , and its extensive bootstrapping capabilities, which is an effective tool for dealing with non-normal data (RundleThiele, 2005).
Based on the t-values of the standardized parameter estimates in above tables, a summary of the structural model testing results is shown in Table 1 .
According to Table 1 , the results fully supported Hypothesis 2 and Hypothesis 4. While Hypothesis 1 and Hypothesis 3 are not supported.
V. CONCLUSIONS
This study empirically supported that effective order fulfillment of promised delivery serves as a means of satisfaction and customer delight (Boyer and Hult 2005) . Urban et al. (2000) suggested that the important factor leading to trust is fulfillment. Unsurprisingly, when consumers are concerned about the products they buy from an online vendor and lack the required trust on the vendor, they may rely on the order fulfillment track record of online vendors' web site. Thus, order fulfillment may be an important determinant of online customer relationship quality. As a consequence, in order to strengthen the perception of online relationship quality, online vendors have to give priority to the order fulfillment improvement.
Another important finding is that higher level of online relationship quality lead to increased customer citizenship behavior intentions. To explain these results, we argue that stronger relationship between online vendors and their customers broadens the online vendor's social network, which in turn, plays a very important role in the occurrences of customer citizenship behavior. Thus, online relationship quality may be an important determinant of customer citizenship behavior. In online business context where building customer citizenship behavior is critical, the online relationship quality can affect customer relationships and is valuable for online vendors and web sites. 
